The Ghost of Archives Yet to Come visited me late one Friday afternoon. While refoldering Cooperative Extension Service records, I looked up and saw the black shrouded apparition. It beckoned me to follow, and we soon stood in a gleaming airconditioned room filled with banks of computers and display screens. A brightly colored sign on the door proclaimed DATA ARCHIVE. A digital calendar read 12 September 2001.
Efficient information processors busily answered inquiries about university policies and procedures, student academic and social records, alumni profiles, and faculty publications. Every terminal in the search room was occupied by students or faculty members, but most requests were handled through electronic mail and fax copiers. "Our goal is to provide immediate responses to all types of information needs relating to the university," the computer center manager explained. "Our success rate in satisfying client requests is 99 percent."
The Spirit led me from the room. In an instant, we were descending a dark stairway to the library basement. Following a narrow corridor, we came to a steel door with faded letters spelling UNIVERSITY ARCHIVES. Cautiously, I opened the door. The room was crowded with stacks of ancient Hollinger boxes. Piles of unprocessed papers covered several large tables.
"Ah. You must be a researcher," I heard a voice say. "I was hoping someone would come this week. What do you want? We have old yearbooks, catalogs, and non-current records of . . ." "Spirit, enough," I pleaded. "Let us turn back now." Mercifully, the Spirit led me quickly from the room.
"Before you leave, Spirit, tell me this," I beseeched him. "Are these the shadows of the things that will be, or are they only shadows of the things that may be?" The Ghost of Archives Yet to Come did not answer, but only pointed back to the future. This vision still haunts me. Is this our future as archivists? Will we become quaint anachronisms in a world of instant data communication, high technology, and rapid change? Such questions are troubling. They strike at our professional pride, at our selfesteem. Pity the poor archivist of the future-shunted off to a basement corner, his disappearance unlamented, unnoticed. The motto for the high-tech future may well be: "What is Past is"-not "Prologue," but-"Irrelevant."
The twenty-first century is only a decade away. The challenge for archivists-as for our entire society-is to prepare for the increasingly rapid changes we will encounter in coming years. Already we have seen a major shift from an industrial society to an "information society," as John Naisbitt argued in his 1982 best-seller, Megatrends. Information is now the United States' major strategic resource. While industrial production declines, information-related jobs have become the major growth segment of the workplace. Computer literacy will soon be as essential as the "three R's" were a generation ago. Thanks to satellite links, worldwide communication is instantaneous. As Naisbitt writes, the real importance of Sputnik was not that it launched the age of space exploration, but that it introduced the era of global satellite communication. We suffer from information overload. "We are drowning in information, but starved for knowledge," Naisbitt concludes. "Uncontrolled and unorganized information is no longer a resource in an information society . . . The emphasis of the whole information society shifts, then, from supply to selection."1 Archival appraisal skills should be highly valuable in meeting this challenge. improving services and responsiveness to archival customers. For many of us, this will require a reconceptualization of traditional methods, theories, and assumptions. In order to change old habits we need professional development in communication techniques, management, strategic planning, negotiation, motivation training, marketing, public relations, the nature and use of power, and other skills.5 It won't be easy. But it is necessary for survival. We can't afford not to change.
What Business are Archivists in?
What business are we in? What business are we not in? What business should we be in? In order to define our professional identity, we must pay serious attention to these questions. Easy traditional answers won't be enough. Consider what happened to the railroads. As marketing expert Theodore Levitt has argued, the railroads lost their national prominence largely because they assumed they were in the railroad business. They should have realized they were in the transportation business. Likewise, Hollywood thought it was in the movie business. The advent of television-a strong competitor in the entertainment business-nearly destroyed Hollywood. In both cases, industry leaders were product-oriented, instead of customer-oriented.6
According to Levitt, an organization "must learn to think of itself not as producing goods or services but as buying customers, as doing the things that will make people want to do business with it." He contends that an industry should develop backwards. Starting with a customer's needs, it should develop delivery systems to reach the consumer, then create things that will meet their needs, and finally find the nec5Ibid., 6. 6Theodore Levitt, "Marketing Myopia," Harvard Business Review 38 (July/August I960): 45-46; Naisbitt, Megatrends, 85-88. essary raw materials. "The purpose of a business is to get and keep a customer," Levitt argues. "Customers are constantly presented with lots of options to help them solve their problems. They don't buy things, they buy solutions to problems."7 As the railroads discovered too late, people did not want to ride trains. They wanted to reach a particular destination. When they could do so more quickly by air, or more conveniently by car, they stopped riding trains.
Archivists can take a lesson here. We can't afford to continue making trains and preparing elaborate schedules, if people want quicker, more convenient transportation. Many have the illusion that a superior product will sell itself. It won't. It must meet a real customer need, not a hypothetical need derived from an existing product line. All too often archivists exhibit a product orientation, offering products and services which we think will be good for the public and are inherently desirable. When we take a more active stance, it often comes from a selling orientation, aimed at "persuading target audiences that they ought to accept the offering-that it is superior to any alternatives." Instead, we should adopt a marketing orientation: identify what information people need or want, then determine how to provide it, and finally discover where to find the raw materials.8 It isn't enough to try to sell the goods we already have on our shelves.
What business are archivists in? All too often, we assume it is the business of preserving records of the past for future use. Similar perceptions affect our "sister" 
New Skills and Approaches
Archives compete with other information services and cultural organizations, both for limited budgetary resources and for customers. In order to ensure their survival, archives must gain recognition as usefulbetter yet, essential-programs. How can we do this? There are no easy answers. If we wish to avoid the fate suggested by the Ghost of Archives Yet to Come, there are at least six actions we can take, individually and as a profession. To improve our competitive position, we will need to develop new skills and change our approach to basic archival activities.
Redefining Professional Identity and Role. We should begin by redefining our professional identity and role in society. As Sidney Levy states in The Image of Archivists, "To improve their situation, archivists need to define more coherent identity objectives, and communicate greater freshness and distinctiveness in imagery by their for the world to beat a path to our doors. Flood advises us "to enter into the information mainstream, to mold it to our needs, and to be part of the contemporary process instead of just a passive custodian of the past." One reason the archival profession does not ocupy a more prominent social role, Flood contends, is that it serves the ideology of the information custodian instead of the needs of people.12 Strategic Planning. As a second element in improving the competitive position of archives, strategic planning provides a process for defining our mission, goals, and objectives. In contrast to long-range planning, which is based on broad projections of internal growth and development, strategic planning "focuses on the external environment and the organization's ability to deal with it." Strategic planning clarifies the institution's purposes, provides a focus for program planning, and incorporates a systematic evaluation of alternatives. The process is based on the assumption that external conditions have a greater impact on the institution's ability to achieve its objectives than do the internal desires, goals, and intentions of managers and staff. Above all, it is action oriented. Grounded in a rigorous assessment of the organization's capabilities, strategic planning establishes goals and objectives, evaluates the potential impact of alternative choices, defines the necessary organizational changes to achieve desired results, and requires immediate actions.13
The GAP report has begun the process of planning the overall goals of the profession. Each repository should now under- take its own strategic planning process. This includes clearly stating the repository's mission, goals, and objectives. By linking these directly to the institution's mission and goals, the archives obtains credibility and recognition as contributing to essential programs. In addition, by evaluating strategic alternatives, the archives assumes an active posture in seeking external support, resources, and recognition. The planning process also provides a solid basis for setting internal objectives and priorities.
Educating Resource Allocators. One additional benefit of strategic planning is that it compels archivists to respond to external forces and power structures, particularly in regard to resource allocators. This is the third action we must take for survival-convincing resource allocators that archives are essential. Archives must learn to compete effectively with other units and agencies for support and resources. "To raise this sense of priority, archivists should bring more to the fore the essential character of the archives," Sidney Levy suggests. "Allocators know archives are necessary by law and for research. But the purposes, uses, and contributions of the archives have to be made more vivid-more explicit, more concrete, and repeated in varied ways."14 Administrators require us to serve present needs. It is not enough to preserve the past (old musty documents) for the future (when we'll all be dead). If archivists cannot meet today's needs for information, we will fall by the wayside.
Our multiple roles serving researchers, administrators, and other information handlers provide us with strategic advantages. Information is power. Our importance as archivists comes not from hoarding information, but from our ability to process data and assist others in using it. Becoming User-Friendly. Closely related to improving services and usefulness to resource allocators is a fourth, and perhaps most important, key to survival: becoming "user friendly." Archivists should adopt a marketing orientation to attract users and satisfy their needs for information. As Lawrence Dowler states, "If use is the measure and justification of archives, then reference should be first, not last, in operational priorities." All too often, we begin with the organization's needs and products, and then determine how to convince people to use archives. Instead, as Elsie Freeman argues, we need to reconceptualize our basic services and procedures from the user's point of view. Advanced technologies and information systems may make archives a backwater, Freeman warns, "not because our material is irrelevant to current or retrospective questions but rather because of the difficulty users have in reaching the information hidden in the records we hold." 15" Archivists' Resource Allocators," 4.
Convenience is critical for most information seekers. As Flood notes, users will follow the path of least resistance in seeking information. They expect speed, accuracy, and integrity of information. To meet these demands, archivists must develop new finding aids based on the convenience of users, not of archivists. 16 Greater rigor and imagination in studying users and potential users will disclose their needs. As Freeman suggests, "We must begin to learn systematically, not impressionistically as is our present tendency, who our Outward-Looking Attitude. Finally, an essential key to survival is adopting a more positive, outward-looking attitude. Shouting "Archives are primary!" from the library steps won't help much. We need to show that they are. This will require anticipating and responding to user needs. Archivists will have to preserve the information people want, in formats they can use easily, with the quick access they demand.
Archivists are used to being humble. Compared to other virtues, however, modesty is highly over-rated. In order to improve our status, we need to become unabashed promoters of archives. "Archivists need to translate their importance into more power," Levy advises. "That requires more self-assertion, more concerted action, being less sympathetic to or understanding of the resource allocators' budget problems."24 Constituencies served well can be counted on for support and lobbying. Researchers, genealogists, administrative support staff, and other archives users should be called on to tell resource allocators how valuable archival services are to them.
Archivists can survive the transition to a high-tech information society if they redefine their professional identity and role in society, undertake strategic planning, respond to the needs of resource allocators and public users, adopt a marketing and outreach orientation, and take a more assertive, outward-looking stance. The archivist's aspiration, however, should not be merely to survive. As Theodore Levitt points out, "Anybody can survive in some way or other, even the skid-row bum. The trick is to survive gallantly, to feel the surging impulse of commercial mastery; not just to experience the sweet smell of success, but to have the visceral feel of entrepreneurial greatness."25 This should be our goal. Archivists should strive to become integral parts of the information society.
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